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American Psychological Association (APA) Publication Manual (Fourth Edition)
(Name of style used in this study)
Due to the changes that are taking place in the hospitality services such as heightened competitive
pressures and increased consumer expectations, there is a growing need for better understanding of how to
develop and maintain customer satisfaction and loyalty. The purpose of this study was to determine the
perceptions, motivations and preferences of traditional college students toward Chinese and American
restaurants. A survey was conducted with 400 students attending the University of Wisconsin-Stout in the
College of Human development during the spring semester 1999.
The researcher randomized two departments, the Hospitality and Tourism Department and the
Psychology Department, from the College of Human Development. The subjects were sampled from
different course levels ranging from level 100 to level 700 based on the Spring 1999 Timetable published
by UW-Stout. The researcher applied systematic sampling to select four classes from level 100 to 200, four
classes from level 300 to 400, four classes from level 500 to level 700 in both departments of the samples.
There were 24 classes selected encompassing 12 classes from students taking courses in the Hospitality and
Tourism Department and 12 classes from those in the Psychology Department.
3The questionnaire contained statements, which focused on perceptions
(restaurants’ service, atmosphere and food product), motivations (reason for dining out)
and preferences toward Chinese and American restaurants.
This study’s results aim to better understand the consumers’ needs and to enable restaurant
operators and food service institutions to respond to consumers’ need and desires.
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CHAPTER I
Introduction
Background
According to Glover, service organizations are dynamic operations, and quality
is the most critical factor in keeping a corporation viable (as cited in Brymer, 1991).
Parasuraman, Zeithaml and Berry, note that customers’ perceptions of service quality
and ensuring their level of satisfaction are functions of the cumulative evaluation of the
outcome of all service encounters that they experience within the business
establishment (as cited in Sundaram, Jurowski & Webster, 1997). Without a quality
product, a service organization has failed to reach its most basic goal.
During the past decade, service organizations around the world have been
discovering the value and power of quality. Defined as understanding and meeting
customer requirements, quality acts as a unifying force, driving and streamlining
organizations and processes to focus on delivering consistent value to customers. It is
also a powerful force that reshapes attitudes and actions toward creating customer
satisfaction and loyalty and thus a lasting competitive advantage in a turbulent
environment of vigorous global competition (Scheuing & Christopher, 1993).
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Hospitality Industry
The hospitality industry is comprised of those businesses which practice the act
of being hospitable; those business which are characterized by generosity and
friendliness to the guest (Brymer, 1991). There are four businesses that comprise the
major segments of the hospitality industry: food service, lodging, travel, and recreation.
The food service business is the most expansive and diverse of the hospitality
industry. It is the largest single segment in the hospitality industry and one of the largest
businesses, overall, in the United States (Brymer, 1991). The food service industry
consists of restaurants, travel food service, vending and contract institutional food
service. Local restaurants are made up of establishments that include fast -food units,
coffee shops, specialty restaurants, family restaurants, and cafeterias. Full service
consists of food operations in hotels and motels, roadside service to automobile
travelers, all food service on airplanes, and trains (Ritchie, Goedldner & McIntosh,
1995).
Restaurant Business
The National Restaurant Association (NRA) reports that the restaurant industry
is the third largest of all businesses in the United States (Cetron, Demicco & Williams,
1996). A steady growth in the number of restaurants and a less-than-anticipated increase
in demand for dining services have made the restaurant industry highly competitive.
Along with intensified competition, customers’ demand for quality service has
escalated. Because of these changes in the competitive and consumer environments,
restaurateurs have to be more customer-oriented by focusing their attention on the
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issues of customer satisfaction and service quality to ensure their survival. Some
restaurateurs have begun to recognize that competing only on price is no longer a viable
strategy (Sundaram et al., 1997). Restaurant operators must be aware of the wants and
needs of customers who will be most likely to choose their establishment (Gregoire,
Shanklin, Greathouse , & Tripp , 1995)
Ethnic Restaurant
During the past decade ethnic foods have become widely available and
increasingly popular in western consumer food markets (Iqbal, 1996). The growing
cultural diversity of the United States is certainly influencing Americans’ taste for
ethnic foods. Many ethnic cuisines have moved beyond the phase of being merely
trendy and have made a permanent mark on the American menu. Italian, Mexican and
Chinese cuisines dominate the ethnic-food market, according to the 1992 Census of
Retail Trade and data from Association’s Ethnic Cuisine: A Profile. Almost all
customers have tried these aforementioned ethnic cuisines. These “traditional” ethnic
cuisines enjoy the highest popularity among consumers because they have become
ingrained in American culture and are served at restaurants throughout the country
(Papadopoulos, 1997).
By the 1980s, ethnic restaurants constituted 10 percent of all restaurants in the
United States. They were most prominent in the Northeast and West. Chinese food
made up 30 percent of the total and the three cuisines of China, Italy, and Mexico
represented 70 percent of all ethnic restaurants (Gabaccia, 1998).
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Perception and Motivation
Perception is defined as a process through which individuals are exposed to attend
to comprehend information (Mowen, 1995). According to Oxford dictionary for the
business world (1993), perception is an intuitive recognition of an aesthetic quality; a
way of seeing, understanding. Perception is the term used to cover those processes, which
give coherence, unity and meaning to a person’s sensory input. It involves all those
processes we use to select, sort, organize and interpret sensory data to make a meaningful
and coherent picture of  “our world” (Rice, 1993).
Motivation, according to Spear (1995), is defined as what it is that makes people
do things. In other words, motivation is defined as all those inner strivings described as
wishes, desires, and drives. Motivation is concerned with why people behave the way
they do. It is designed to achieve specific goals and objectives.
Motivation is the force or inner state of humans that arouses, channels, and
sustains their behavior. Motivation is concerned with the internal or external forces that
influence the individual's choice of action. The outcomes of motivation are dependent
upon a variety of internal or the individual (Physiological needs which refer to the need
for food, drink, sex, physical protection, safety, love and belongingness, self esteem, and
self-actuation) and external or environmental factors (Zaltman & Wallendorf, 1983).
Need for the Study
Because of the changes that are taking place in the hospitality services, such as
heightened competitive pressures and increased consumer expectations; there is a
growing need for better understanding of how to develop and maintain customer
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satisfaction and loyalty (Sundaram et al., 1997). This research aims to better understand
the consumers need and enable restaurant operators and food service institutions to
respond to consumers’ service quality need and desires.
Statement of the Problem
The purpose of this study was to identify the perceptions, motivations and
preferences of traditional college students toward Chinese restaurants and American
restaurants. The samples for this study were the students of The University of
Wisconsin- Stout.
Objectives of the Study
In conducting this research, the researcher had the following objectives:
1. Identify the perceptions of traditional college students (ages 18-27)
      toward Chinese and American restaurants;
1.1 determine perceptions among traditional college students at The
University of  Wisconsin-Stout toward Chinese and American restaurants;
1.2 determine gender differences among all respondents regarding
perceptions toward Chinese and American restaurants;
2. Identify traditional college students’ motivations for being attracted to
Chinese  and American restaurants;
2.1 determine motivations among traditional college students at The
University of Wisconsin-Stout and their being attracted to Chinese and American
restaurants;
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2.2 determine gender differences among all respondents regarding
motivations and their being attracted to Chinese and American restaurants;
3. Identify traditional college students’ preferences between Chinese  and
American restaurants;
3.1 determine preferences between Chinese and American restaurants
among traditional college students of The University of Wisconsin- Stout;
        3.2 determine gender differences among all respondents regarding preferences
between Chinese and American restaurants;
Limitations
Limitations of the research were as follows:
1. Because of unequal sample population of male and female respondents may
not have equal gender representation.
2. The survey questionnaires were administered to students in a selected
university. The results of the study might only be generalized to students at
that university.
3. Lost number of response because of incomplete questionnaires.
Definition of Terms
• Family restaurants – full service, sit down, table service, wide range menu
(Hugging, 1998). Family restaurants include commercial cafeterias and coffee
shops. The establishments offer waiter/waitress service in a casual dining
atmosphere (National Restaurant Association (NRA), 1983).
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Overview of the Study
This research is a study regarding the perceptions, motivations and preferences
of traditional college students toward Chinese and American restaurants, which was
written in five chapters. Chapter I introduced the background, purpose, research
objectives and questions, the limitations and the overview of the study. Chapter II
reviews related literature on the theoretical base of problems in this study. This
chapter examined the current literature pertinent on this topic and relevant issues.
Chapter III was comprised of the methodology. This chapter depicted in details the
method conducted to accomplish this research study. Chapter IV presented the
research results. Chapter V presented the conclusions and recommendations of the
research.
16
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CHAPTER II
Literature Review
Owen Meredith—English poet and diplomat—once said:
“We may live without poetry, music and art;
We may live without conscience, and live without heart;
We may live without friends;
We may live without books;
But civilized man cannot live without cooks.”
The saying naturally reflects the indispensable importance of food to human
beings. Food satisfies physiological and also socio-psychological needs.
Physiologically, it has three functions: furnish body fuel for energy, provide material to
build and maintain tissue, and supply substances to regulate body processes. These
needs are fulfilled by the nutrients found in food. Some foods are especially nutritious
because they perform all three of these physiological roles. Others may contribute
mainly to energy production (McIntosh, 1995).
Food has had special meaning and significance for humankind throughout history.
Those who did not eat well tended to die. Thus, humans became aware that food is
crucial for everyone for his and her survival. Food began to take on special socio-
psychological significance because it fulfills basic physiological needs essential for life.
Food is something with which every living person has had contact, usually on a daily
basis, throughout life, or that individual would not have survived. Therefore, all of us
have had an intimate familiarity with food, perhaps making us feel qualified to evaluate
and discuss issues, which surround it. For all of these reasons, there are few topics, which
